





















In Japan, the term “service” has no clear definition. This is true both in a business and an academic
worlds. This ambiguity of the meaning has been negatively influencing the business practices like service
design and also generating the non-interests to service management in an academic society.
In this paper, we examine the meanings of services expressed at four different levels: economy, industry,
merchandise and activity. Through articulating the differences of the meaning at each level, we would try
to find the proper and acceptable meaning of service which can be utilized for the designing of services for
example.
Until the end of 1980, American and European researchers had tried to find the different characteristics
of service compared with goods. From the findings they tried to formulate the definition of service. But in
1990s, most of the researchers have stopped the endeavor and giving up formulating the new and rigid
definition of service. We would also trace the reasons behind and the logic of this change through the
examination of the meanings of services.
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